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Abstract

In the era of digital consumption, visual design has become the core battlefield for e-commerce plat-
forms to compete for user attention. Facing the common visual homogenization dilemma in the in-
dustry, this paper takes pop aesthetics as the starting point, comprehensively applies semiotics and
visual communication theory, deeply analyzes the design practice of Taobao platform, and reveals
the coupling mechanism between post-industrial cultural paradigm and e-commerce flow logic. The
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research shows that pop aesthetics constructs a closed-loop system of “visual impact-symbol trans-
lation-value symbiosis” through the triple strategy of sensory awakening of high saturation color,
fission and transmission of memetic symbols and social catalysis of playful narration. Its core value
lies in upgrading commodities from functional carriers to cultural identity media, and realizing the
secondary alienation of consumption symbols by dissolving the boundary between art and com-
merce. This study not only provides an operational design grammar for e-commerce visual innova-
tion, but also opens up an interdisciplinary dialogue path for business aesthetics research in the
digital age through cultural translation perspective.
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Figure 1. Andy Warhol (USA), “Marilyn Monroe”
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Figure 2. Erin McGuire Coca-Cola
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Figure 3. Uniglo UT series interface (Uniglo official website)
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Figure 4. Starbucks mason jar
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Figure 5. Taobao 510 anniversary brand & visual design
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Figure 6. Homepage of Taobao beauty cosmetics brand flagship store
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Figure 7. The main page for the 510 anniversary celebration Q&A and
the Taobao promotion scenario
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Figure 8. Taobao shoes brand flagship store home
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Figure 9. Anniversary scratch card
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